Introduction
The service sector has produced approximately two-thirds of worldwide GNP from twenty rst century (Kara et al., 2005) . Within the huge service sector, the banking sector is one of the most important entities; it has been growing relatively fast in the world. Commercial banks in Bangladesh are one of the key components of the economy of Bangladesh. Jamuna Bank Limited (JBL) is a Banking Company registered under the Companies Act, 1994. The bank started its operation as a private commercial bank in Bangladesh from 3 rd June 2001. Being a 3rd generation Bank of Bangladesh, it focuses on: remaining with time, managing change, developing human capital, and creating true customer value (JBL, 2013) . With privatization, liberalization, deregulation and change in the technological environment, the banking industry has become more integrated especially private commercial banking in Bangladesh. This has created a highly competitive market environment in the banking industry. In today's business, a customer lost is a customer gained for a competitor. Due to stiffer market competition, commercial banks need more efforts to be done to retain their existing customers, i.e. as much as they do on acquiring them (R. Khouri, H. Boulos, 2013) . The banking industry in Bangladesh today has become a very dynamic, competitive and complex environment where nancial products and services offered by the commercial banks have only minor differences, where the industry situation is having a tremendous increase in customer demand and this require greater transformation with intense focus on customer satisfaction and loyalty.
This case study is an initiative to investigate the efforts of Jamuna Bank Limited to make customers satisfaction and loyalty a special focus of its basic banking service, advanced banking service and cost & prestige issues of service received. However, basic banking, advanced banking and cost & prestige factors have been considered to investigate satis ed and loyal customer of Jamuna bank limited.
Research Objectives
A. To investigate respondents' demographics. B. To investigate the relationship between basic service and customer satisfaction.
C. To investigate the relationship between advanced service and customer satisfaction. D. To investigate the relationship between cost & prestige and customer satisfaction.
E. To investigate the relationship between customer satisfaction and customer loyalty.
Literature review
Customer satisfaction and loyalty remain key issues of marketing scholars and marketers and will remain so in the future. There is considerable evidence that customer satisfaction and loyalty depend on service quality and lead to the higher pro tability of the business. Quality in service can be determined by the extent to which customers' needs and expectations can be satis ed (Banerjee, 2012) . Delivering superior service quality to customers in today's business environment is very crucial and important due the stiff competition in the market. The ability to provide high service quality will strengthen the image, enhance retention of customers, attracting new potential customers via positive word-ofmouth and eventually increase the pro t of the business (Zeithaml, 1996) . Service quality is one of the critical elements in determining the success and the competitiveness of a particular organization. Organizations such as banks can distance themselves from the competitors by performing high quality services for their customers. Service quality is one the favorite areas of researchers in their studies in retail banking industries (Johnston, 1997) . Service quality has been considered as one of the most critical elements in the retail banking industry (Stanford, 1994) . Zeithaml et al. (1990) found that in order for business organizations to be successful and survive in the competitive environment, the most critical strategy is to deliver superior service quality to their customers. Customer service quality is the driving force in both the traditional and virtual business worlds. In today's dynamic business environment, it is about building and sustaining a strong relationship with an organization's customers by understanding the ingredients of customer satisfaction (Banerjee, 2012) .
Academic literature suggests that customer satisfaction is a function of the discrepancy between a customer's prior expectation and his or her perception regarding the purchase (Yi, 1990) . Customer satisfaction can also be termed as the general attitude that customers have towards a product or service after they acquire and utilize it. In view of that, customer satisfaction is an evaluative judgment after the experience that consumer utilizes the product or service after a speci c purchase selection (Oliver, 1992) . Many studies have found that customer satisfaction plays a mediating role in the customer satisfaction and customer loyalty relationship. Akhbar and Parvez (2009) , in their study on 302 telecommunication customers in Bangladesh telecommunication industry, have found customer satisfaction to be an important mediator between perceived service quality and customer loyalty. Kumar et al. (2010) , in their study on 100 bank customers in India, have revealed that service quality fosters customers' attitudinal loyalty through latent customer satisfaction.
Enhancing customer loyalty has become a popular topic for managers, consultants, and academics. The arguments in support of loyalty are simple to understand. Loyal customers are reported to have higher customer retention rates, commit a higher share of their category spending to the rm, and are more likely to recommend others to become customers of the rm (Reichheld, Sasser, 1990) . Loyalty is the commitment of a current customer in respect to a particular store, brand and service provider, when there are other alternatives that the current customer can choose instead (Shankar, Smith and Rangaswamy, 2003) . It forms positive attitudes by producing repetitive purchasing behavior from time to time. There is a strong connection customer loyalty and rm's pro t. Reicheld (2003) suggested that the most superior evidence of customer loyalty is the proportion amount in percentage of current customers who are having lots of enthusiasm to recommend a speci c good or service to their friends. Whereas the attitudinal perspective, the current customers have a feeling of belonging to a speci c product or service or commitment of the current customers towards a speci c good or service. Pearson (1996) has de ned customer loyalty as a mindset of the customers who hold favorable attitudes towards a company, commit to repurchase the company's product or service, and recommend the product or service to others.
Research Methodology
A scienti c manner of planning, executing, and discussing important results is essential for doing any study, regardless of which elds are being investigated, such as managerial and social elds. Therefore, this chapter de nes the research design, theoretical framework, hypothesis development, population samples, data collection procedures and the techniques of data analysis for examining the factors that affect customer satisfaction and loyalty with banking services in Jamuna Bank Limited, Bangladesh. The said factors are basic service, advanced service, cost and prestige, customer satisfaction and customer loyalty.
Research Design
This study is descriptive and hypothesis testing in natural. This study aimed to examine the factors that affect customer satisfaction and loyalty among the customers of banking services. This study involved hypothesis testing based on what has been developed in the framework. In the hypotheses testing, the relationship between the independent and dependent variables was explained. Finally, data was collected using a survey method where questionnaires were used to collect information.
Research Framework

Figure 1 Theoretical Framework
Hypothesis Development
In this study, the hypotheses have been selected based on the literature review mentioned above to describe the relationship among those variables that in uence customer satisfaction and customer loyalty. 
Population and Sample
For the questionnaire survey, a convenient method of sampling was used. There is no available source for the addresses of customers of Jamuna Bank Limited. Therefore, friends, relatives, and other informal reference groups were used to locate the potential respondents in Bangladesh. Questionnaires were sent by email, postage mail and directly to 150 customers of Jamuna Bank Limited. The number of initial replies received was 90. After screening the rst round of replies, a second round of personal contacts was conducted by the researcher and nally 100 respondents were included in this study.
Data Collection Technique
This study is mainly based on primary data originating from a survey. For this purpose, a constructed questionnaire was developed. With the exception of the questions regarding demographic characteristics, issues relating to basic service, advanced service, cost & prestige, customer satisfaction and loyalty were constructed, measured and investigated through a ve point scale standardized by Bray eld-Rothe (1951) .The scale consists of 25 statements; each statement has ve options/ points such as strongly agree/ 5, agree/ 4, undecided/ 3, disagree/ 2, and strongly disagree/ 1.
A pilot study on 10 respondents was conducted using the draft questionnaire. At the outcome of this phase, a few initially selected variables were dropped to avoid multicoliniarity problem. In addition, some rephrasing was done to arrive at a nal version of the questionnaire for this study. The nal questionnaire was put into operation by way of email, mail and personal survey.
Data Analysis Technique
The SPSS statistics software package was used for statistical analysis. Reliability of data was measured by using Chronbach's Alpha (Cornbach, 1951) . The Chronbach Alpha was 0.906. An Alpha higher than that is suggested by Nunnally (1978) and therefore data collected can be considered reliable. Descriptive statistical techniques such as mean and standard deviation were used to measure the mean scores and their variability. Pearson Correlation was used to indicate correlations among the variables, Linear Regression analysis was used to test the hypothesis.
Findings and Data Analysis
Respondent's Demographic
The questionnaires were distributed to customers of Jamuna Bank Limited; among them were: 22% of Students, 49% of Service Holders, 28% of Businessmen and 1% of the respondents occupied the profession of Other. Thirty percent of the respondents' monthly gross income was below Tk 30,000, 33% of the respondents' monthly gross income was within Tk 30,000-50,000, 17% of the respondents' monthly gross income was above Tk 50,000. Thirty-one percent of the respondents were under age 30 years, 46% were between 30-45 years, 23% were above 45 years. Among them 76% were married and 24% unmarried; 68% of the respondents were male and 32% female. Twenty-seven percent of the respondents connected with the bank below 5 years, 52% connected within 5-10 years and 21% respondents connected above 10 years. Among the respondents education, one can see: 7% SSC, 15% HSC, 32% Bachelor, 45% Master, and 1% have a PhD degree. 
Descriptive Statistics
Descriptive statistics such as mean and percentage were used to measure the percentage of variables and also used to describe the mean of dependent and independent variables. Table 2 shows the mean value of basic service was 4.22 and standard deviation (.63469). The mean value of advanced service was 3.9780 and standard deviation (.65003). The mean value of cost and prestige was 3.9820 and standard deviation (.66551). The mean value of customer satisfaction was 4.0540and standard deviation (.60024).
The mean value of customer loyalty was 4.2060 and standard deviation (.49682) with minimum value was 1.00, and the maximum value was 5.00 and therefore variability of each factor is measured in terms of standard deviation. Note: **. Correlation is signi cant at the 0.01 level (2-tailed).
Correlations among Variables
Bivariate Correlations is used to know the nature, direction and signi cance of the bivariate relationship of the variables of this study. Therefore, the researcher used the Bivariate Correlations procedure to compute Pearson's correlation coef cient. Table 3 shows the Pearson's correlation coef cient of the variables of the study. A rule of thumb is that multicollinearity may be a problem if a correlation is >.90, in the correlation matrix formed by all the independent variables (Coakes, S. J. and L. G. Steed, 2000) . Based on the analysis presented in Table 3 , the results show that there is a positive correlation between the variables, the correlation between basic service and advanced service, indicates that there was a signi cant correlation between two variables with coef cient correlation r =.590 at p < 0.00 level. The correlation between basic service and Cost and Prestige, indicates that there was a signi cant correlation between two variables with coef cient correlation r = .445 at p < 0.00 level. The correlation between basic service and Customer Satisfaction, indicates that there was a significant correlation between two variables with coef cient correlation r =.376 at p < 0.00 level. The correlation between basic service and Customer Loyalty, indicates that there was a signi cant correlation between two variables with coef cient correlation r =.297 at p < 0.03 level. The correlation between Advanced Service and Cost and Prestige, indicates that there was a signi cant correlation between two variables with coef cient correlation r = .607 at p < 0.00 level. The correlation between Advanced Service and Customer Satisfaction, indicates that there was a signi cant correlation between two variables with coef cient correlation r =.586 at p < 0.00 level. The correlation between Advanced Service and Customer Loyalty, indicates that there was a signi cant corre-lation between two variables with coef cient correlation r =.482 at p < 0.00 level. The correlation between Cost and Prestige and Customer Satisfaction, indicates that there was a signi cant correlation between two variables with coef cient correlation r =.700 at p < 0.00 level. The correlation between Cost and Prestige and Customer Loyalty, indicates that there was a signi cant correlation between two variables with coef cient correlation r = .441 at p < 0.00 level. The correlation between Customer Satisfaction and Customer Loyalty, indicates that there was a signi cant correlation between two variables with coef cient correlation r = .573 at p < 0.00 level.
Regression Analysis
Multiple regressions were used to study the effect of the independent variables (X1 = Basic service, X2 = Advanced service, X3 = Cost and prestige) to dependent variable (Y = customer satisfaction). Signi cance level for, Basic service, Advanced service, and Cost and prestige are accepted on Alpha ( ) = 1 %, signi cance level = 99% signi cant at 1% (*). Table 4 shows the analysis of multiple regressions. The value of R was (.729), the value of R square was (.529) and the standard error of the estimate was (.41701). The model summary and the data are shown in Table 4 . The results from Table 4 show that the regression equation explains more than 53.2 % of the variability in customer satisfaction. This is an acceptable level for R2 in explaining variability of customer satisfaction. The results of the multiple regression models indicate that customer expectation, perceived quality, perceived value and corporate image explain the variance in customer satisfaction. The value of the R2 (R Square) is an acceptable value for explaining variability of customer satisfaction. Analysis of variance test statistics (ANOVA) indicates that the model is signi cant at = 0.000. Table 7 provides the information on the signi cance of the model indicating a signi cant p-value of 0.000. The AVOVA ndings are shown in Table 5 below. Table 5 shows the ANOVA ndings that the independent variables as a whole have signi cant relationships with customer satisfaction (F = 36.371) (Sig 0.000). Furthermore, this result is supported by the signi cant correlation among the variables. The ndings show that the multiple regression coef cients for all independent variables with customer satisfaction is R (.729) and R square (.532). The number of independent variables relative to the sample size in uences R square. The adjusted R square becomes smaller as fewer observations per independent variable are made. It re ects the decreasing ratio of estimated coef cients to the sample size and compensates for (Over tting) of the data as R square increases (Hair, et. al., 2006) . As shown in Table 8 , 2007) . Table 6 shows that all the values of the T-statistic are signi cant for advanced service and cost & prestige and insigni cant for basic service. Thus, all the independent variables can be retained in the model. In other word, these variables can explain the change in customer satisfaction. Table 6 shows that two independent variables were found to be very signi cant and supportive of the hypotheses regression analysis except basic service; value was not statistically signi cant and it does not supported the hypothesis.
Multiple regression analysis in Table 6 was employed to determine whether basic service has an effect on customer satisfaction; the result of regression analysis revealed that there was no signi cant relationship between basic service and customer satisfaction (.760); B = -.025. Because the signi cant value can't be met, the requirement which is the value of signi cant should be less than 0.05. Therefore, this hypothesis is rejected. In contrast, the multiple regression analysis as in Table 6 was employed to determine whether the advanced service has an effect on customer satisfaction; the result of regression analysis revealed that there was a positive relationship between these two variables at the signi cance level (.008) with B = .248. Therefore, this hypothesis is supported and met the requirement. The multiple regression analysis in Table 6 was employed to determine whether the Cost and Prestige has an effect on customer satisfaction; the result of regression analysis revealed that there was a positive relationship between these two variables at the signi cance level (.000); B = .495. The hypothesis is accepted because the result of signi cance is less than 0.05 (Signi cance requirement standard < 0.05). Table 07 shows the analysis of multiple regressions. The value of R was (.573), the value of R square was (.329) and the standard error of the estimate was (.40912). The model summary and the data are shown in Table 07 .The These multiple regressions were used to study the effect of the independent variables (X1 = Customer Satisfaction) to dependent variable (Y = Customer Loyalty). Finally, the multiple regression analysis in Table 08 was employed to determine whether the Customer Satisfaction has an effect on customer loyalty; the result of regression analysis revealed that there was a positive relationship between these two variables at the signicance level (.000); B = .475. The hypothesis is accepted because the result of signi cance is less than 0.05 (Signi cance requirement standard < 0.05).
Managerial Implications
Measuring customer satisfaction and loyalty relationship in terms of basic service, advanced service, cost & prestige investigated therefore positive signi cant relationship observed among advanced service, cost & prestige and customer satisfaction and loyalty relationship and insigni cant for basic service employed by Jamuna Bank Limited. The customer becomes very much dynamic and the customer satisfaction relationship may uctuate suddenly; therefore, special concentration of Jamuna Bank Limited on basic service should be employed for maximizing customer value and preferences for making them satis ed and loyal. Employees should be well trained to understand the needs and preferences of customers and provide services accordingly that the organization is supposed to provide for its customers. Customer satisfaction and loyalty relationship in terms of service quality dimensions is complex and dynamic. Therefore special attention from service providers on customer value maximization and expectation ful llment should be employed in order to make them satis ed and loyal.
With the growing up of the world economy, a dramatic change has been observed in the banking sector. This has brought higher employment opportunities, increases 
Hypotheses Results
H 1 : There is a positive/signi cant relationship between the basic service and customer satisfaction Rejected H 2: There is a positive/signi cant relationship between the advanced service and customer satisfaction. Accepted H 3: There is a positive/signi cant relationship between the cost & prestige and customer satisfaction. Accepted H 4 : There is a positive/signi cant relationship between the customer satisfaction and customer loyalty Accepted in income level, and changes in consumption patterns and consequently there emerges a competitive environment. Speci cally, the expansion of banking business, along with customized services, has created an implied competition in this sector. This competition has created a service gap for their internal and external customers. The scenario has created an urge for the bank policy makers to identify the underlying reasons and brought them into consideration of the customer satisfaction and loyalty issues. In such a situation, customer satisfaction and loyalty of bank customer become important issues that have to be taken care of in order to achieve ultimate goals of the banking sector. Since one of the key factors of an organization is its customer and the success/failure of the organization largely depends on their satisfaction/ dissatisfaction.
